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a significant contribution to development. 
We see ourselves as part and parcel of 
the Africa Rising story. As we embark on a 
brand-new journey with our new partners, 
we look forward to servicing our clients 
across the globe and to continuing to help 
them navigate Africa with excellence and 
integrity, with innovation at the core. 

Warmest greetings of this festive 
season and best wishes for 
happiness and success in 2022!

ACG CEO AND CO-FOUNDER 

Mimi Kalinda

I remember having coffee with 
Addis Alemayehou, my Ethiopian brother 
and business partner, back in 2014, a few 
months before I gave birth to my youngest 
son. I was as big as a balloon and he had 
just flown in from Ethiopia for some business 
meetings in Johannesburg. We met to 
discuss the future. Addis is a dreamer and 
he is unafraid of risk. Where we see risk, he 
sees opportunity, especially when it comes 
to Africa. We spent what seemed like an 
eternity talking about our experiences in the 
media and PR industry, and how frustrating 
it had been for us to work on campaigns 
that had been developed by PR agencies 
in the global North, and copied and pasted 
into Africa- we spoke at length about how 
this just doesn’t work because the nuances 
of countries in Africa are so unique and 
varied. We talked about what it would 
be like to build an agency that takes into 
consideration how complex our continent 
is and that actually supports clients to 
navigate these complexities by applying 
communications strategies that work in the 
context for which they are developed. 

Fast forward 8 years, and many twists 
and turns later, ACG’s majority stake has 
recently been acquired by MARCO, a 
multi-award winning, innovative and global 
communications agency headquartered 
in Madrid, Spain. It has been an interesting 
journey and we have learned so much 
about our continent, its challenges, its 
unrivalled opportunities and the role of 
strategic communications on a continent 
that is experiencing exponential growth. 
Even though we have done amazing work 
for corporate and public clients over the 
years, we have always retained a strong 
connection to our social impact roots- we 
believe that communications can make 



SPANISH FIRMS 
SEEKING TO SELL STAKE 
IN SOUTH AFRICAN 
SOLAR PLANT

©ACG 2021 PAGE 2

Spain’s Grupo Cobra and Sener companies are seeking to exit their 
stake in the 100-megawatt (MW) Ilanga solar power plant, which 
supplies electricity to South Africa’s national grid, two sources with 
knowledge of the process told Reuters.

Grupo Solar and Sener have hired bankers for the transaction, the 
sources said, in line with their strategies to exit minority stakes in up-and-
running assets.

Grupo Cobra and Sener, which were the engineering, procurement 
and construction companies for Ilanga, did not respond to emails 
seeking comment.

The companies together hold a 20% stake in the project. Based on 
analyst estimates that it costs around R11m to build each megawatt of an 
industrial solar plant, the project overall would be worth around R1.1bn.

The Ilanga solar power plant, which supplies power to state-utility 
Eskom’s transmission grid, was completed in 2017.

BUSINESS 
& MARKETNEWS

READ MORE

https://www.bizcommunity.com/Article/196/704/221762.html
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FORTY UNDER 40 AFRICA 
AWARD: Xodus Communications 
inaugurates seven member jury 
ahead of maiden edition

Seven renowned personalities across 
the African continent were selected 
to render an impartial service to 
select winners ahead of the maiden 
edition of the Forty Under 40 Africa 
award slated for March 26, 2022 at 
the Kempinski Gold Coast Hotel, 
Accra- Ghana.

This includes people committed 
to business growth, professional 
excellence and community service 
and those who have risen through 
the ranks of their companies or 
industries at a relatively young age.

Executive Director of Xodus Communications, Richard Abbey Junior 
and Minister for Youth and Sports, Mustapha Ussif.

The Forty under 40 Africa Award is a scheme which 
seeks to identify, honour and celebrate a cross-section 
of the continent’s most influential and accomplished 
young business leaders under the age forty from a 
wide range of industries.

https://www.myjoyonline.com/forty-under-40-africa-award-xodus-communications-inaugurates-seven-member-jury-ahead-of-maiden-edition/


•  Africa Communications Media Group (ACG) 
is the first African-owned, pan-African 
communications and strategic reputation 
management firm servicing global and regional 
clients. ACG is headquartered in Johannesburg 
(South Africa), with additional offices in Abidjan 
(Ivory Coast) and Nairobi (Kenya) as well as 
long-standing partners in Kigali (Rwanda), 
Harare (Zimbabwe) and Lagos (Nigeria), and 
additional affiliated offices in 40+ additional 
countries across the African continent. 

•  With the acquisition, ACG grows its reach 
globally, including Europe and South America, 
while MARCO further strengthens its presence 
as the go-to agency across the African 
continent, building from its stronghold in the 
Maghreb and led by its office in Casablanca 
that was founded eight (8) years ago. 

•  With the growing continental economy, 
MARCO’s investment in ACG is timely. With 
Botswana seeing real economic growth of 8.7% 
in 2021, followed by Côte d’Ivoire, Rwanda and 
the Gambia, whose GDP has grown by over 6% 
and Kenya at 4.7%, Africa’s economic promise 
is palpable, while key European economies, 
such as Germany, are only expected to grow 
by 2.1% and the EU’s forecasted growth is 
estimated at 4.8% in 2021, dropping to 4.5% 
in 2022.

Johannesburg, Abidjan, Nairobi, Brussels, 
Paris, London, Madrid, 22 November 2021 
– Africa Communications Media Group 
(ACG), the leading go-to communications 
consultancy for communication support 
across sub-Saharan Africa, today announced 
the acquisition of the company’s majority 
stake by MARCO, the most awarded agency 
in the last decade, specialising in brand 
building and reputation management. 
MARCO is expanding its communication 
capabilities across the African continent as 
ACG positions itself to service clients globally. 
MARCO has a strong leadership base in the 
Maghreb region, which has seen the agency 
successfully support prolific African clients 
as well as global clients’ communication 
needs in the MENA (Middle East and North 
Africa) region from its office in Casablanca, 
Morocco. In addition, MARCO services 
well over 100 clients from its now 16 offices 
owned globally.

For seven years, ACG has been the 
largest African-owned agency handling 
communication solutions for global clients 
across the entire continent. Both MARCO and 
ACG have, over several years, developed 
a solid network of affiliated and in-country 
partners covering all parts of Africa. ACG 
is headquartered in Johannesburg. In 
addition, the African PR powerhouse has 
owned offices in Côte d’Ivoire supporting 
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AFRICA COMMUNICATIONS 
MEDIA GROUP

https://www.marco.agency
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the Francophone market, together with 
MARCO’s operations in Casablanca, Morocco. 
Furthermore, ACG has a third office in Nairobi, 
Kenya, that serves as the regional head office 
for East Africa. MARCO’s newly-owned sub-
Saharan agency has excelled in providing 
tailor-made communication solutions to 
prestigious clients such as the Bill & Melinda Gates 
Foundation, Mercedes Benz, Bloomberg and 
Ethiopian Airlines.  

MARCO strongly believes that Africa is a 
continent on the move with a rich tapestry 
of cultures, languages and economies. The 
acquisition facilitates greater expansion to 
provide communications support to clients across 
the African continent. The top five economies 
in sub-Saharan Africa with the highest GDP – 
Nigeria ($514 bn), South Africa ($330 bn). Kenya 
($106 bn), Ethiopia ($100 bn) and Ghana ($74 
bn) – offer huge potential for expansion within 
the communications sector. Africa is often 
associated with mineral or fossil fuel production, 
but new sectors are rapidly emerging. Media and 
marketing communications were valued at over 
10 billion in 2019. The tourism sector is also set to 
blossom with projections of 34.8% growth in 2022 
that will fuel a strong demand to promote African 
countries, such as Ghana, Kenya, Tanzania 
and Mozambique, as top tourist destinations. 
For eight years, MARCO has provided world-
class communications support to high-profile 
clients in the Maghreb region of Africa such as 
the Union for the Mediterranean (UfM) and the 
European Investment Bank (EIB). MARCO has 
also led the international outreach for COP22 
held in Marrakesh in 2016 and supported the 
government of Morocco with a five-year global 
support programme to encourage investment.

Didier Lagae, founder and CEO of MARCO 
said, “MARCO has been partnering with Africa 
Communications Media Group (ACG) for many 
years now. I have had the immense pleasure of 
working alongside Mimi Kalinda and the rest of 
her team, in a variety of campaigns especially 
for institutional clients related to the European 
Union. Since we handled all the international 
communications and outreach for the COP22 
held in Marrakesh, Morocco, in 2016, MARCO has 
been the go-to communication support agency 

for key institutions and corporations operating on 
the African continent. 

“MARCO’s award-winning work for institutions, 
such as Invest in Morocco, and private 
corporations such as Bombardier and Intelcia, 
has all been led from our operations centre in 
Casablanca, Morocco. Eight years of a strong 
base in Morocco has consolidated MARCO’s 
footprint, especially in the Maghreb region, with 
an ever-growing number of clients using our 
expertise, the latest addition being the European 
Investment Bank (EIB).

“We feel passionate about the opportunities for 
growth in key markets in Africa and we believe 
strongly in the African continent as a whole. We 
anticipated that the moment was right for MARCO 
to expand its current leadership expertise to 
sub-Saharan Africa. The acquisition of ACG with 
their direct presence in three key markets plus 
an indirect presence in another 40 delivers the 
expansion that we were looking for. International 
and locally-based clients now have a clear 
partner for Africa and that partner is MARCO.”

ACG is spearheaded by founder and CEO, 
Mimi Kalinda, who hails from the Democratic 
Republic of Congo and Rwanda, and was raised 
in South Africa, London and Brussels. Mimi knows 
Africa through and through, and she will lead 
the communications operations in supporting 
MARCO group clients in the sub-Saharan market. 
Mimi’s unparalleled experience in pan-African 
business development efforts comes with a long 
list of accolades. Mimi is the Rebranding Africa 
Champion for Africa 2.0 and she was a finalist for 
International African Woman of the Year at the 
Women4Africa Awards 2016, as well as a finalist 
for the Standard Bank Top Women Awards as 
Entrepreneur of the Year 2019 and 2020. Mimi 
is a fellow of the Archbishop Desmond Tutu 
Leadership Programme. In December 2019, Reset 
Global People listed her in its annual Top 100 
Women CEOs in Africa and she was recognised 
in 2021 as one of the Most Influential People 
of African Descent (MIPAD) in the creative 
industry. Mimi was also part of the African Union’s 
campaign against Ebola, with fundraising of 
over $51 million.
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Mimi Kalinda, founder and CEO of Africa 
Communications Media Group (ACG) said, 
“Uniting both MARCO and ACG, we are now 
in a position to implement communication 
support to both sub-Saharan Africa and the 
Maghreb region. In addition, MARCO has a 
global outreach through its additional 16 offices 
worldwide and its affiliated presence in 100 
markets outside of Africa. ACG being part of the 
MARCO family translates into real opportunities 
for our clients to not only build their reputations 
and brands in Africa but also well beyond the 
continent’s frontiers. 

“By developing a presence and a reputation 
in Europe, most notably in Brussels, Paris and 
London, as well as in Washington DC and New 
York, we are now available and accessible to 
our clients. I am also very pleased to combine 
my personal expertise in powerful country brand 
building with Didier’s unmatched experience and 
knowledge, as well-articulated in his book ‘A 
Country Brand, a Branded Country’.”

Linda Weaver, Chief Operations Officer (COO) 
and second in command at ACG, has an 
impressive career that spans over 30 years. 
Focused on reputation management, and 
strategic and crisis communications, Linda has 
delivered award-winning campaigns for Sandton 
City, one of the most iconic shopping centres in 
Africa and Isuzu, the most important producer of 
trucks in Africa. Linda, who previously headed the 
African operation for Weber Shandwick, has also 
provided strategic counsel to pan-African clients 
such as Unilever and she led the country brand 
work for Brand South Africa. 

MARCO continues to expand its communication 
operations with 16 offices and almost 200 
employees and will soon open an office in 
London. The acquisition of ACG will further create 
more employment mobility opportunities and 
cultural exchanges for all employees who can 
experience working in any of the 16 offices. It 
is a new era for reputation management and 
brand building as MARCO and ACG now join 
forces to offer communications support to their 
clients globally.

ABOUT MARCO

MARCO is the most awarded and best-
valued global independent agency based 
in Madrid, specialising in branding and 
reputation building. Formed by a team of 
approximately 200 consultants, it has its 
own offices in Madrid, Barcelona, Lisbon, 
Paris, Brussels, Milan, Berlin, Miami, Mexico 
City, Bogotá, Lima, São Paulo, Casablanca, 
Johannesburg, Abidjan and Nairobi, as well 
as affiliated MSL offices in more than 100 
markets. In 2020, the agency was recognised 
as the best communications consultancy in 
Southern Europe by the SABRE Awards, after 
having received the award for Best Iberia 
Consultancy of the Year in 2019. The agency 
was also awarded the European Agency of 
the Year at the European Excellence Awards 
in 2017. The latest campaigns carried out in 
brand building by MARCO, for clients such as 
Audible, Kraft Heinz Orlando and Friends of 
Glass, among others, have won more than 
20 awards in the last two years.

https://www.marco.agency
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Technology and innovation in 
Africa have long been a debate 
in several forums around the world 
with calls to change the narrative 
and start to invest in Africa’s 
technological and innovation 
advancement.

According to an article written by James 
Tasmba in 2019 called African countries 

push for higher literacy he goes on to say 
that ‘literacy rates in African countries 

are estimated at roughly 70%, according 
to African Union data released Thursday, 

lagging behind world averages of 
about 90%

Whilst the figures may have gone up (marginally 
I might add), it is important to look at why this is 
the case and how we can all play a part in the 
advancement of technology and innovation 
in Africa.

There are several key factors that I feel play 
a part in the low conversion of Africa where 
technology and innovation are concerned. This 
is not to say that there are no success stories but 
crucial is to address these crippling barriers. 

I want to start with the gap in education 
and illiteracy rates where I have seen the 
lack of access to early education which has 
adversely affected the development process 

of most African countries. Education is one of 
the fundamental pillars as far as a country’s 
development process is concerned and 
without this, there cannot be any meaningful 
development and progress let alone technology 
and innovation.

Inequality in Africa has for time and memorial 
been a major barrier where we still see more boy/ 
men than girls/ women attending school. One 
can’t help but remember the famous quote by 
Brigham Young where he says ‘educate a man, 
you educate a man; you educate a woman, 
you educate a generation’! Sadly, this statement 
holds true to date. Although in the past few years, 
the literacy rates have improved substantially in 
Africa I would say about 50% of women above 
the age of 25 are illiterate.

CHALLENGES AFFECTING 
TECHNOLOGY AND INNOVATION 
IN AFRICA

READ ARTICLE

https://www.aa.com.tr/en/africa/african-countries-push-for-higher-literacy/1618099
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The second barrier we face in technology and 
innovation in Africa is the poor infrastructure 
where the connectivity is far less as compared 
to the rest of the world and see rural Africa far 
less connected. Walk onto the stage Google 
Loon in 2013 which was designed specifically to 
provide internet to rural and remote regions using 
high-altitude balloons. For 7 years, these balloons 
floated above us providing connectivity in 
remote areas in Africa and South America. Sadly 
in 2000, Loon came down like the Hindenburg 
due to the failure to fully understand and mitigate 
the multitude of socio-economic problems such 
as literacy levels, the inhibitive costs of hand sets.

In Africa, the number of people 
gaining access to electricity 
doubled from 9 million a year 
between 2000 and 2013 to 20 
million people between 2014 and 
2019, outpacing population growth. 
As a result, the number of people 
without access to electricity, which 
peaked at 610 million in 2013, 
declined progressively to around 
580 million in 2019.

Countries leading this progress are 
Kenya, Senegal, Rwanda, Ghana and 
Ethiopia. In Kenya, the access rate rose 
from 20% in 2013 to almost 85% in 2019. 
These figures can be attributed to the 
deployment of off-grid systems such as 

solar home systems

Finally, the more challenging factor in the 
advancement of technology and innovation 
especially where Africa is concerned is 
corruption. A government that does not focus 
on education of its citizens, and bridge the gap 
the economic gap between classes of people 
leads to the downfall of a nation. The population 
is forced to learn more technical skills or forced to 
work in labour. 

Few at best will be able to untangle themselves 
from this quagmire and those that do simply 
get swallowed into a system that is built on 
corrupt practices and the dimming of light for 
may brilliant and bright young minds from rising 
and challenging the powers that be. For those 
who happen to escape from all of this relatively 
unscathed it becomes almost impossible but to 
‘join them’ as it is easier than the uphill battle of 
trying to change narrative.

For the policy makers that sit 
behind closed doors and ‘create’ 
government policies, they need 
to be called to task and be forced 
to create policies that benefit 
the ordinary African rather than 
to benefit themselves. Ordinary 
Africans can no longer afford to 
sit and blame our leaders; we too 
are to blame! We should no longer 
sit on the proverbial fence and 
expect change. We need to be 
the change you want to see in the 
world’. It starts with one person, one 
African; it starts with you!

TECH, INNOVATIONS & TRENDS

READ ARTICLE

https://www.iea.org/reports/sdg7-data-and-projections/access-to-electricity
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EVENTSEVENTS
VESTERGAARD-NMIMR 
10TH ANNIVERSARY
The vector lab is a collaboration between Noguchi Memorial Institute for Medical 
Research (“Noguchi”) and the Company, under the auspices of the Ghana 
Ministry of Health (“NMCP”). The investment in a lab, based in Africa, demonstrates 
the Company’s dedication to science and to positively ‘impacting people’ in 
Africa. Vestergaard and Noguchi Memorial Institute for Medical Research (NMIMR) 
celebrated 10 years of the Vestergaard-NMIMR Vector Labs (VNVL) partnership.  

The key objective was to celebrate a successful Private-Public Partnership that 
builds capacity in Africa and creates the tools and the science to defeat malaria. 

More than 12 media outlets attended the event with 5 radio interviews. In excess 
of 70 pieces of coverage was received. The release distributed in Pan Africa was 
picked up in Nigeria, Uganda, South Africa, Cameroon, Malawi, Liberia, Cote 
d’Ivoire and Congo, with further reach into UK, Canada, France and USA, to 
name a few.

ACG and our in-country partner, Global Media Alliance, provided a turn-
key solution for the successful execution of the anniversary event held on 30 
November 2021 in Accra, Ghana.



HIGHLIGHTS OF OUR EVENTS
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AUGUST  
Training Event -Gender Sensitive Media Reporting
Africa Communications Media Group (ACG) held a media 
training event for the EJS Centre on the topic of Gender-
Sensitive Media Reporting. The training event was a 
resounding success, with 100% of the workshop participants 
stating that the training was very valuable to them in terms of 
raising awareness at the gender-bias lens that can influence 
the way the media and newsroom repost stories.

SEPTEMBER
Africa Communications Media Group (ACG) assisted, The Afrifursa Fintech Summit 
to launch its inaugural virtual event for September, presenting a unique opportunity 
to connect the African and Canadian fintech ecosystems. Participants at this highly-
anticipated Summit engaged in social impact partnerships. The first edition, which saw the 
participation among other of Toayo Oviosu of the unicorn Paga, was a success, with more 
than a hundred participants and a lot of interaction from the participants. Most definitely 
a Summit not to be missed in 2022.

EVENTSEVENTS
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EVENTSEVENTS

OCTOBER
Well done to our client Ethiopian Airlines on receiving multiple prestigious wards at the 
SKYTRAX 2021 World Airline Awards.

Ethiopian Airlines, the largest Aviation Group in Africa, has taken the crown for:

• Best Airline in Africa 2021 for 4th consecutive years,

• Best Business Class in Africa 2021 for 3rd consecutive years,

• Best Economy Class in Africa 2021 for 3rd consecutive years and

• Best Cabin Crew in Africa 2021.

Moving 7 ranks up, Ethiopian has also been placed 37th in the World’s Top 100 Airlines for 
2021 as voted by airline customers around the world.

Regarding the award Ethiopian group CEO, Mr. Tewolde Gebremariam remarked, “Keeping up 
with the same phase as before Covid had been a challenging task. However, here at Ethiopian 
we never gave up, keeping our loyalty of serving at all times to our customers, we never 
stopped flying. The awards we received today are proof of our consistent effort to provide our 
passengers with a world class service at ups and downs at all geographies across the globe. As 
a customer focused and market driven airline, a SKYTRAX award where winners are determined 
based on the votes of travellers manifests the airlines’ journey on the right direction thus it is with 
deep pleasure that we accept these awards.”

NOVEMBER
Wikimedia Foundation and Institute for the Advancement of Journalism 
hosted a webinar on the 12th of November to discuss the launch of the 
campaign in South Africa, #WikipediaByUs, targeting the youth in South 
Africa. The Foundation is collaborated with the South African creative 
community to showcase the power of knowledge and everyone’s 
right to access, create and share it. The Foundation released online 
multimedia content built by South African writers, filmmakers, fashion 
designers, artists and thought leaders, highlighting a variety of topics 
from popular culture to social politics to the evolution of African cinema. 
The public can follow the campaign online using #WikipediaByUs



©ACG 2021 PAGE 12

Nesta Challenges have announced the launch of the Afri-Plastics Challenge. The 
Challenge involves a public competition that will reward the best solutions from 
across sub-Saharan Africa to addressing marine plastic waste in developing countries 
in a way that promotes gender equality and empowerment of women and girls to 
reduce the presence of marine plastic litter across Sub-Saharan Africa.

DECEMBER
Vestergaard-Noguchi Memorial Institute for 
medical research celebrates 10 years of 
partnership in the fight against malaria 

Vestergaard and the Noguchi Memorial Institute 
for Medical Research (NMIMR) today celebrated 
the 10th anniversary of their highly respected 
Vestergaard-NMIMR Vector Labs (VNVL), also known 
as the Vestergaard-Noguchi Vector Labs (VNVL), in 
Accra, Ghana. 

Through research collaborations, VNVL has become 
vital to insecticide monitoring activities in Ghana 
and, as the battle against malaria intensifies 
across sub-Saharan Africa, is playing a key role in 
developing complex vector control tools to push the 
disease towards elimination.

Over its decade in existence, VNVL has produced 
three publications, reared 4,068,208 mosquitoes and 
conducted more than 800,000 tests. These include 
stringent quality control tests of Vestergaard’s 
groundbreaking long-lasting insecticidal nets (LLINs), 
the monitoring of insectary colonies and wild 
mosquitoes for susceptibility, and studies on how 
different mosquitoes react to insecticides. 

Dr Eleanore Sternberg at the Liverpool School of 
Tropical Medicine (LSTM), who oversees VNVL’s 
day-to-day operations, said, “It’s an exciting time in 
vector control. Everyone cares about getting rid of 
malaria and this partnership gives us a diverse group 
of people with different perspectives on how to do 
that,” she says.

Dr Irene Ayi, Head of Parasitology at NMIMR said, 
“The Noguchi Memorial Institute for Medical 

Research sees its partnership with Vestergaard 
as complementary and innovative as it has 
strengthened and built the capacities of both 
institutions in the area of vector research and control 
towards the elimination of malaria and contributed 
immensely to science in general.” 

Research Collaboration and Mentoring 
African Scientists

Collaboration with external partners is central to 
research and innovation and provides VNVL with 
a bird’s-eye view of both current and future vector 
control projects in Ghana.

For the last seven years the VNVL has supported 
the National Malaria Control Program (NMCP) to 
generate data for development of insecticide 
resistance maps. And since 2016, it has supported 
the Ghanaian National Insecticide Resistance 
Monitoring Partnership (NIRMOP) in its annual 
resistance monitoring activities by offering testing 
materials and the lab as a training venue for field 
staff.

The VNVL has also trained 14 scientists, including 6 
women, and 15 university graduates through the 
Ghana National Service Scheme.

Melinda Hadi, Vestergaard’s Director of Market 
Development and Access, Public Health, who spent 
two years in Ghana during VNVL’s setup, says most 
of the staff are graduates of Ghanaian universities. 
She said, “We believe in developing young scientists, 
that’s been part of the partnership with NMIMR. The 
VNVL is a great example to show what can be done 
if you have a plan and a commitment.”

EVENTSEVENTS

https://citibusinessnews.com/2021/11/vestergaard-noguchi-memorial-institute-for-medical-research-celebrates-10-years-of-partnership-in-the-fight-against-malaria/
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TIPTIP of the  of the MONTHMONTH

The end of year celebrations are coming up. This will be the opportunity for you to take 
a break, to review the past year, celebrate the successes and put in place an action 
plan to correct the failures, if this has not already been done.

 If you are a start-up, an entrepreneur, or a large company, this is also, as you know, 
the time to thank your partners, customers and suppliers and to send them your best 
wishes. Greeting cards, corporate gifts, events... there are a multitude of possibilities. But 
whatever method you choose, in most cases you should send them a letter. This can 
quickly become a source of stress when your customer/prospect/partner file contains 
hundreds or more contacts. Today, we offer you 2 easy ways to send mailings to a 
large number of recipients:

How to send email campaigns quickly and easily?

2.1.
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Mail Merge is a solution that transforms 
Google Sheets (spreadsheet and Gmail into 
a rudimentary but very effective emailing 
solution! You can use it for your commercial 
reminders, emails, press releases 
distribution and commercial information.... 
Here is some information to help you use the 
tool.

The principle of Mail merge is to use 
Google’s tools to send emails in no time at 
all without effort. The premium version allows 
you to send up to 100 emails per day. The 
tool is certainly not going to replace tools 
like Mailchimp, which are much more 
efficient for everything related to 
newsletters, although for a small rudimentary 
newsletter with less than 100 subscribers, it 
could do the trick, but for everything related 
to relational and commercial emails, it will 
be a super precious help! In addition, unlike 
Mailchimp, which requires that your 
recipients be subscribers to your newsletter, 
Mail merge allows you to send newsletters to 
your contacts. Moreover, it is very simple:

1. Build a contact file on Google Sheets
2.  It’s very simple - open a Google

spreadsheet, go to “Additional modules”,
select “Mail Merge” and then “Create
Merge Template”

3.  Create a Gmail draft that will serve as a
template for emailing

4.  Click on “Add-ons”, “Mail Merge” and
then “configure Mail Merge”.

5. Send

Mail Merge is a very simple and effective 
solution, which will meet most of the needs of 
relational mails (except newsletter). You can 
find more tutorials on YouTube.

You have probably already heard of 
Mailchimp, or you have already received 
emails at the bottom of which they inform 
you that this tool is being used. MailChimp 
has become the preferred digital tool of 
many to send newsletters, emails to a large 
number of recipients. The advantage of 
MailChimp is that you can design, send 
and above all measure the impact of 
your emails. It is important to know that 
Mailchimp has two versions, free and paid. 
The free account allows you to send 12,000 
emails per month, but only to 2,000 contacts. 
The paid account, on the other hand, has 
more advantages (e.g. autoresponders, 
trigger, which refers to the sending of e-mails 
on a specific event), but if you don’t reach 
those 2000 contacts, it’s not worth paying 
the extra for a few advantages.

In addition to that, Mailchimp will help you 
create forms on your blog, comply with 
anti-spam laws, run tests or make content go 
viral. And much more that only the experts of 
this tool are able to achieve. 

To summarize the advantages of Mailchimp:
•  Be able to measure the results of each

campaign.
•  Create personalised, attention-grabbing

emails.
•  Track the recipient’s response (e.g.

whether they open the email, click on the
link, delete it directly ...).

How to open a Mailchimp account?
1. It is very simple.
2. Just register on mailchimp.com
3. Click on “Sign up for free”.
4. And complete all the required Steps.

The possibilities are enormous with 
Mailchimp. We recommend exploring the 
platform or watching tutorial videos for a 
quick start.

1. Mail merge 2. Mailchimp

Have fun!
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Q 1: Tell us about your background and your 
journey in building MARCO. How did it start?

A: When I created MARCO, I  made my dream 
come true of making a better world through 
communication and education under my own 
project. I never thought when I started that I 
would create what MARCO is today, but I look 
back and I embrace the future with passion to 
keep up growing and contributing to society from 
our sector.

Prior to founding MARCO I was Deputy General 
Manager at Edelman, Head of Reputation 
Management EMEA at Weber Shandwick and 
Director at Weber Shandwick Iberia, External 
Communications Manager EMEA at Levi’s, and 
Global Head of Communications at The Body 
Shop. It has been a very interesting journey for 
me full of highlights. One of the biggest highlights 
for me was recently being named European and 
Global PR Professional of the Year by PRWeek 
and Stevie Awards, respectively, coinciding with 
the publication of my book “A Country Brand, a 
Branded Country”. I am also passionate about 
sustainability and I am a Climate Leader for Al 
Gore’s The Climate Reality Project. 

Q 2: What are some of the communication needs 
that you have identified for brands entering the 
Spanish market?

A: Compared to 10 years ago, companies 
today understand the importance of investing in 
building customer experience around the brand. 
This makes brands stronger and more resistant to 
the current global context affected at a macro 
level by COVID and the climate crisis, especially.

Although the impact of Covid-19 has affected 
all brands regardless of their size or market, a 
constant investment in technological adaptation 
together with the strength of the idea, must be at 
the centre of any brand strategy and business 
model competitive.

Q 3: What challenges do you see within the 
Media and communication sector in Spain? Do 
you think they are relevant in Africa as well?

A: Not just for Spain but globally as well, 
nowadays, the challenge is the correct 

positioning on a reputational level, even above 
the commercial one. 

The COVID crisis has discovered a special 
sensitivity in consumers and citizens towards 
brands and institutions. They are asked not only 
for good practices or good performance, but to 
be responsible in order the customer can identify 
itself with them.

Organizations are required to develop a process 
that brings together creativity, strategy, data 
and the best of blurring the barriers between 
advertising and communication. It is the holistic 
and the idea, it is the reason and the emotion 
that define the difference between a good and 
a bad customer experience, therefore a good or 
bad brand and its reputation.

Q 4: What advice/tips would you give to a brand 
considering doing business in Spain & in Africa?  

A: We are seeing a series of geopolitical and 
geoeconomic factors that require brands to 
strive very fine with the customer and public 
administrations in both Spain and Africa.

At a global level, the companies must make 
accurate decisions, based on efficiency, 
reputation, data, creativity and customer 
experience. Decision-making must be in 
accordance with the value proposition and 
the business model without sacrificing the 
competitive position achieved so far.

At MARCO we work and ensure a good customer 
experience as the core of our communication 
strategies for the different brands we 
accompany. 

In a world of infinite volume of data, the 
speed, veracity and value of this data must 
be accompanied by creative ideas that are 
differentiating elements of the brand and 
experience, this is what we at MARCO call the 
Brand Experience Journey.

TALKING TO
AFRICA



Q 5: What challenges does MARCO solve 
for clients?

A: MARCO sees all challenges as opportunities. 
We have been providing complex 
communications solutions for prolific clients for 
almost 20 years.. MARCO has been instrumental 
in providing international communications 
support and outreach for prolific clients across 
four continents. Here are some examples below 
of the work we have done on the continent of 
Africa for example:
•  MARCO’s award-winning communications

support work for institutions, such as Invest
in Morocco, and private corporations like
Bombardier and Intelcia have all been led
from our operations centre in Casablanca.

•  MARCO provides world-class communications
support to clients such as the Union for the
Mediterranean (UfM) leveraging their work and
reputation in Africa and also the European
Investment Bank (EIB).

•  MARCO led the international outreach for
COP22 held in Marrakesh in 2016 opening key
climate debates across  the Maghreb region
of Africa.

•  MARCO has also supported the government
of Morocco with a five-year global support
programme to encourage investment.

•  MARCO has been partnering with Africa
Communications Media Group (ACG) for
many years now. I (Didier) have had the
immense pleasure of working alongside Mimi
Kalinda, and the rest of her team, in a variety
of campaigns especially for institutional clients
related to the European Union.

And as I see it, we have overcome the main 
obstacles surrounding communications on the 
continent. Having an in-depth understanding 
of the nuances of different markets in Africa, 
not just the differences between the Maghreb 
region and Sub Saharan Africa but also the more 
specific particularities of each country within 
each region. MARCO and ACG’s extensive 
experience puts us in a unique position to 
be able to provide effective and innovative 
communications solutions for a broad range 
of clients.

Q 6: What are the top 5 things you think 
communicators need to address in European & 
African countries?

A: 1.  There are 54 countries on the continent, 
Africa is a rich and diverse continent in terms 
of economies, politics, and cultures. It is 
important that global communicators look 
at Africa in terms of specific countries and 

regions and not as a whole continent. Then 
communicators can effectively build brands 
and reputations for each country based on 
their individual strengths. 

2.  Fully understanding the specific
particularities of each country within each
region is key. MARCO and ACG’s extensive
experience puts us in a unique position to
be able to provide effective and innovative
communications solutions for a broad range
of clients and provides an effective template
for which communicators in Europe and
Africa can follow.

3.  Avoid stereotyping. There is much more to
the economies on the African continent
than mining and fossil fuel production.
Many individual countries such as Nigeria,
South Africa and Ghana are world leaders
in the communications sector. Many of the
economies of Africa are growing at a faster
rate than their European counterparts. For
example Botswana saw real economic
growth of 8.7% in 2021, followed by the Ivory
Coast, Rwanda and the Gambia whose
GDP has grown by over 6% and Kenya at
4.7%, while key European economies in
Europe such as Germany are only expected
to grow by 2.1%. EU forecasted growth is
estimated at 4.8% in 2021 dropping to 4.5% in
2022. The tourism sector is also set to blossom
with projections of 34.8% growth in 2022 that
will fuel a strong demand to promote African
countries as top tourist destinations such as
Ghana, Kenya, Tanzania, and Mozambique.

Q 7: As a 51% owner in ACG, what value do you 
believe this partnership will bring to brands in 
Africa and globally?

A: There are a myriad of opportunities across the 
continent that are conducive to the expansion 
of the communications industry. For example, 
sectors such as tourism are evolving and 
becoming increasingly important, and the top 
economies in the region are set to keep growing. 
This is why both Mimi and I saw it as crucial that 
we bring together our capabilities to exploit them 
and be at the forefront of the communications 
revolution in Africa.

Both MARCO and ACG believe in the potential 
for growth in the African continent, and want to 
play a central role in fostering this growth through 
supporting both African and global clients in 
the region.

TALKING TO AFRICA
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And another vision we share: the future 
of communications is global. Given the 
acceleration of digitisation globally and the 
era of hyper-connectivity we live in, there are 
unlimited opportunities for the communications 
industry to seize. Traditional borders are no longer 
an obstacle to what we can achieve.

In the short-term, this will help us to strengthen 
the communications activities that we conduct 
ourselves on behalf of our specific clients, but in 
the long term we foresee our actions shaping the 
African communications sector by example.

Another fundamental opportunity we see is 
helping different countries with their country 
branding, which is a key strength that both 
MARCO and ACG share. Having published my 
book, A Country Brand: A Branded Country, and 
helped governments across three continents, I 
am an expert in helping countries to build their 
brands and reputations on the global stage. I 
see a lot of potential in this regard in the African 
market, and Mimi`s and her teams’ experience 
will be invaluable in unlocking it. 

Q 8: What piqued your interest in ACG?

A: We have discovered a gem, a family of 
gems with ACG. We think very much alike so I 
had no doubts that MARCO and ACG were a 
natural fit and would provide a great partner for 
MARCO. We have worked successfully together 
on projects and with key clients for several 
years. We have become an interlinked family 
with Beverly from Kenya, Corinne from the Ivory 
Coast and the team led by Mimi and Linda in 
South Africa are really super people and superb 
communication professionals. Working with the 
European Commission, the European Investment 
Bank, the government of Morocco and several 
private clients really led us to take this relationship 
one step further and to join forces. 

Q 9: What should communicators in Africa start 
doing to professionalize their craft and offerings?

A: It is important to emphasise that 
communications in Africa as in Europe differs 
from country to country and region to region. 
Nigeria, South Africa, Botswana and Ghana  for 
instance have a well developed communications 
sector. Significant investment, transparency, and 
credibility are all important traits as a baseline to 
allow communicators in Africa to professionalize 
their craft and offerings. Upscaling skills and 
providing extensive training in communications 
and ICT skills is also important to ensure an 
effective communications landscape in each of 
the African countries. Internet connectivity and 
fast speed broadband are also crucial elements.

For example in Cape Verde only 14.4% have 
basic ICT skills while Zambia was the most 
advanced at 43.6%. What makes Zambia stand 
out for example is the fact that an ITU Digital 
Transformation Centres (DTC) initiative sought to 
create a global network of centres in the country 
to help develop digital skills principally at basic 
and intermediate levels for citizens. This initiative 
has contributed to a visionary goal of building 
an inclusive digital society and ensuring that 
any lack of knowledge and skills is not a barrier 
to participation in the digital economy. Citizen 
access to technology is crucial for an economy 
to grow because it empowers them to make 
choices about  brands and products they wish 
to purchase but also creates demand for these 
products and services.

COUNTRY: 
Spain

INTERVIEW WITH: 
Founder & CEO of MARCO 

INTERVIEWEE: 
Didier Lagae
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https://www.instagram.com/ACGAfricaComms/
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https://africacommunicationsgroup.com/
https://africacommunicationsgroup.com/
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Seasonal Greetings!

Our roots are in Africa.

Together we can make a lasting impact.

As we wind down the year to spend quality time with our loved ones, the team at Africa Communications Media
Group reflects on the incredible partnerships that have flourished this year, producing impactful and meaningful results.

Thank you for putting your trust into ACG, we cannot wait to see how much further we can grow together in 2022. Great

things can be expected, especially as we end the year off with a significant partnership with MARCO – the most

awarded and best-rated global independent agency operating across 16 offices servicing 100 markets globally. From

our new and expanded family to yours.

Together anything is possible.

"When the root is deep, there is no need to fear the wind." – African Proverb

With the deepest appreciation and season’s greetings.

Your ACG team

Our roots are in Africa.

Together we can make a lasting impact.

As we wind down the year to spend quality time with our loved ones, the team at Africa Communications Media
Group reflects on the incredible partnerships that have flourished this year, producing impactful and meaningful results.

Thank you for putting your trust into ACG, we cannot wait to see how much further we can grow together in 2022. Great

things can be expected, especially as we end the year off with a significant partnership with MARCO – the most

awarded and best-rated global independent agency operating across 16 offices servicing 100 markets globally. From

our new and expanded family to yours.

Together anything is possible.

"When the root is deep, there is no need to fear the wind." – African Proverb

With the deepest appreciation and season’s greetings.

Your ACG team

Our roots are in Africa. 

Together we can make a lasting impact.

As we wind down the year to spend quality 
time with our loved ones, the team at Africa 
Communications Media Group reflects on the 
incredible partnerships that have flourished this 
year, producing impactful and meaningful results. 

Thank you for putting your trust into ACG, we 
cannot wait to see how much further we can grow 
together in 2022. Great things can be expected, 
especially as we end the year off with a significant 
partnership with MARCO – the most awarded and 
best-rated global independent agency operating 
across 16 offices servicing 100 markets globally. 
From our new and expanded family to yours…

Together anything is possible.

With the deepest appreciation and 
season’s greetings.

Your ACG team

When the root is deep, 
there is no need to 

fear the wind. 
~ African Proverb



Congratulations and we are proud 
of you! 500 MOST INFLUENTIAL 

AFRICANS IN THE WORLD

Need assistance with STRATEGIC PLANNING or 
COMMUNICATION for your brand?

Set up a free consultation with the ACG team by emailing: 
info@africacommunicationsgroup.com

mailto:info%40africacommunicationsgroup.com?subject=
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